T he Association to Advance Collegiate Schools of Business (AACSB) International (2007) stated the common purpose among all of its diverse, accredited institutions is "the preparation of students to enter useful professional, societal and personal lives" (p. 1). This requires that business school curricula be broad in scope and forward-looking so graduates may effectively handle the challenges and issues they will confront in their careers (Demoss & Nicholson, 2005) . It must prepare students to successfully function in the modern business world with knowledge and skill sets, regardless of the career path selected (Mohr, 2000; Schibrowsky, Peltier, & Boyt, 2002) . Currency in the marketing curriculum is critical if it is to serve its constituency and a question with which marketing educators continually struggle (Smart, Kelley, & Conant, 1999) .
Practitioners and scholars agree a paradigm shift in marketing is underway, fueled by the growth of use of direct and interactive marketing techniques (e.g., Direct Marketing Association, 2006; Kotler & Armstrong, 2008; McCorkle, Alexander, Reardon, & Kling, 2003 ; "Technology: The Evolution of the Web," 2007). What was once seen as a form of marketing used for magazine subscription solicitations, record collection sales, and generation of leads for life insurance has evolved into the foundation on which value is created and communicated and customer relationships are established and maintained (Armstrong & Kotler, 2007) .
The evolution of the definition of direct marketing is indicative of this change. In 1983, Baier defined it as "an interactive system of marketing which uses one or more advertising media to effect a measurable response and/or transaction at any location" (p. 4). Compared with the most recently published definition, "Direct and interactive marketing is a data-driven interactive process of directly communicating with targeted customers or prospects using any medium to obtain a measurable response or transaction via one or multiple channels" (Scovotti & Spiller, 2006, p. 199) , it can be argued that today's direct marketing is not the direct marketing of old. While interactivity and measurability are cornerstones in both the old and new definitions, today's marketers must know how to leverage new information, communication, and multichannel distribution technologies to connect more effectively with customers in this digital age (Kotler & Armstrong, 2008) .
Given that business education prepares students to effectively function in the work world and AACSB stresses the ongoing demonstration of curricular relevancy and currency (AACSB, 2007) , there is a growing need for academia to integrate direct and interactive marketing topics in marketing courses. However, no data exist regarding the extent to which direct and interactive marketing content is covered in business graduates lack professional and career skills employers believe should be provided through the higher education system (e.g., Arora & Stoner, 1992; Kelley & Bridges, 2005; Litchfield, 1993) . Major Internet companies and research institutions lament the lack of qualified people to meet employment demands ("Technology: The Evolution of the Web," 2007) . It is expected that as applications using the Internet evolve, a new type of graduate will be required to meet the needs of business. From the practitioner's perspective, the requirements of today's workplace directly affect what marketing educators should be teaching their students (Kelley & Bridges, 2005) .
Much of the research on curricular relevancy uses course content analysis and materials as means of measurement. For example, textbooks serve as the backbone of course development and structure (Dibbs & Stern, 2000; Lichtenberg, 1992; Proctor & Capaldi, 2001) . With each new edition, authors attempt to revise the content to reflect the major trends and forces impacting marketing. Thus, content analysis of marketing textbooks is a way to determine what is being taught in college marketing courses today.
The literature is replete with examples of textbook content analysis in a variety of disciplines. A recent search of the Education Resource Information Center (ERIC) yielded some 600 papers published in the past 20 years. Content analyses of sociology, psychology, history, nursing, geography, journalism, speech, religion, language studies, and natural sciences textbooks are plentiful (e.g., Beeman, Chowdhry, & Todd, 2000; Christopher, Griggs, & Hagans, 2000; Griggs & Koenig, 2001; Hall, 2000; Hannon, 1997; Reppert, 2001; Webb & Thompson-Hayes, 2002) . These analyses serve their respective constituencies by scrutinizing pedagogical resources to aid in course content and textbook selection. They also help textbook authors and publishers discover and respond to inconsistencies in the treatment of topics.
While textbook content analyses are plentiful in other disciplines, proportionately fewer studies of marketing texts have been published. Content analyses in marketing texts have recently focused on diversity (Foxman & Easterling, 1999) , price elasticity (Dickinson, 2002) , treatment of customers throughout the sales process (Judd, 2003) , and environmental concerns (Demoss & Nicholson, 2005) . However, nothing to date exists relative to direct and interactive marketing content. Yet, new chapters on direct, interactive, and online marketing continue to emerge. For example, the latest edition of the Kotler and Armstrong text (2008) has a new chapter called "Direct and Online Marketing." The reason for the new chapter was clearly stated in the first chapter of the book. "Beyond connecting more deeply with their customers, many companies are also connecting more directly. In fact, direct marketing is booming" (Kotler & Armstrong, 2008, p. 18) . They merge direct and Internet coverage because they contend that the Internet is a part of direct and interactive marketing. Given the increasing usage of direct and interactive marketing concepts in the business world and the dearth of studies on the level of coverage of relevant topics in marketing curriculum, clearly there is a need to better understand the level of related content in today's textbooks and courses.
METHODS FOR MEASURING DIRECT/ INTERACTIVE CURRICULUM CURRENCY AND RELEVANCE
This study uses a three-part approach to ascertain the amount of direct and interactive marketing content in introductory marketing courses. First, terminology that represents direct and interactive marketing topics was determined. Second, content analyses of textbooks used in undergraduate courses were conducted using the externally verified terminology. Third, marketing faculty was surveyed to discover the level of direct and interactive marketing content in introductory courses. The following describes the methodology used to complete each part of the study.
Part 1: Direct and Interactive Marketing Terminology Identification
The initial part of the study involved the identification of key terms and concepts highly related to direct and interactive marketing. It required four steps to complete. Results from these efforts served as the foundation for the subsequent textbook content analysis and marketing educator survey. First, we examined direct marketing definitions found in 29 principles of marketing, integrated marketing communications, advertising, and direct marketing textbooks to identify key elements that differentiate it from other marketing concepts. Second, we performed another content analysis of 97 papers presented at the Direct Marketing Educational Foundation (DMEF) Annual Conference between 2001 and 2004 and 108 seminars presented at the 2003 Annual Direct Marketing Association Conference and Exhibition. These venues were selected because they offer the greatest concentration of relevant and timely direct and interactive marketing information for both scholars and practitioners. These content analyses yielded 49 key terms that demonstrated relevance to direct and interactive marketing.
The third step involved the creation, refinement, and use of a survey instrument to measure the intensity of relationship of each term to direct and interactive marketing. Relationship intensity was defined as having a high association and exclusivity with direct and interactive marketing and measured on a scale ranging from 1 = no relationship to 4 = high relationship. The instrument was pretested by a convenience sample of 15 senior-level direct and interactive marketing practitioners in a variety of industries and resulted in the elimination of 12 terms.
Fourth, the final survey instrument with 37 terms was distributed to direct and interactive marketing practitioners attending three major industry conferences in fall 2004 and winter 2005. Practitioners were selected for this portion of the study for their pragmatic understanding and experience with the development and implementation of direct and interactive marketing programs. Relying on both academics' and practitioners' perspectives has been found to compensate for the limitations of each perspective individually (Brinberg & Hirschman, 1984; Jacoby, 1985; Razzaque, 1998) . Respondents were asked to complete and return the questionnaire to an on-site interviewer. A total of 118 completed surveys were collected through this process.
To ascertain which terms were highly related to direct and interactive marketing, the mean score per term was calculated and ranked from high (e.g., direct marketing = 3.92) to low (e.g., lift = 2.66). All 37 terms were then factor analyzed to determine dimensionality (varimax rotation). Through factor analysis, six dimensions emerged that accounted for 64.3% of the variance. This exercise also reduced the number of terms to 25. See Table 1 for each term's mean score and Table 2 for each term's factor loading score. 
Part 2: Textbook Content Analysis
Once the terms were externally verified, we performed a content analysis to determine the amount and nature of coverage of direct and interactive marketing concepts, theories, and principles in introductory marketing textbooks. This method is useful in discovering patterns to support existing theories as well as uncovering new patterns on which to formulate new theories (Kolbe & Burnett, 1991) .
There are many textbooks currently available for use in introductory marketing courses. In addition, some publishers provide the opportunity to create unique texts by selecting book chapters, articles, and cases from multiple authors. To ensure the most popular textbooks were included in this study, we procured proprietary market share data from two major textbook publishing companies. Both publishers stipulated that market share figures for specific texts not be revealed. Originally, we planned to use the top 10 textbooks. However, 2 books tied for 10th place. Thus, we selected the top 11 textbooks based on the proprietary data provided. Table 3 provides a list of the textbooks included in our content analysis. Combined, these books represent approximately 85% of all texts used in introductory marketing courses at 4-year colleges and universities over the past 3 years.
One of our goals in textbook content analysis was to measure the change in direct and interactive marketing topic coverage between the current and previous editions. To measure changes within the review period of 2000 to present, we reviewed three editions of the same textbook. In some cases, the editions were sequential. In other cases, where there were more than three textbook revisions during our review period, we excluded one of the interim editions. For Marketing: The Core, we could only include two editions as the text is currently only in its second edition.
Textbook content analysis was completed in three phases by the two researchers. First, tables of contents were examined to determine if any of the terms appeared. Tables of content indicate major coverage of topics and concepts as they contain chapter names and major subheadings. Second, subject indexes were examined. The subject index search helped identify the extent of concept coverage more finitely than what was found in the table of contents. Third, individual textbook pages were reviewed to determine the actual extent of treatment of each topic. Two researchers independently reviewed and coded each of the textbooks in the aforementioned manner. The coding results were then compared, with agreement on 87% of the topics. We discussed the topics with a third person familiar with principles of marketing textbooks but not with the current study and used majority rule to make a final decision what content was direct and interactive marketing oriented.
Part 3: Undergraduate Marketing Faculty Survey
The final part of the analysis involved surveying marketing faculty who taught introductory marketing courses. The purpose of the survey was to more specifically identify the extent to which educators were actually covering direct and interactive marketing topics. Textbooks may provide content, but that doesn't necessarily correspond to coverage in a course. Through the survey we were also able to ascertain the degree of change in coverage over the past 3 years and the expected changes in the near future. The method used for this portion of the study is similar to the one conducted by Berman and Sharland (2002) on the teaching of relationship marketing concepts. Both AACSB accredited and nonaccredited institutions were included to determine if there was any relationship between accreditation and direct and interactive marketing course content.
A survey was developed and tested using a convenience sample of 20 marketing faculty members at various institutions across the country. These professors were excluded from the subsequent empirical study. The questionnaire was divided JOURNAL OF MARKETING EDUCATION 5 Pretest respondents completed the survey and commented on the content and clarity of the questions as well as the measurement scales. Based on the feedback received, the instrument was modified. A 4-point semantic differential-type scale was used to measure the degree each of the 25 topics were covered. A response of 1 indicated no treatment while 4 indicated heavy exposure. The 4-point scale was used to eliminate neutral or noncommittal response. Following the methodology used by Berman and Sharland (2002) , a 5-point semantic differentialtype scale was used to measure the level of integration of direct and interactive marketing concepts in traditional introductory marketing course content in the empirical study.
A mailing list of principles of marketing and marketing management faculty was procured from a national mailing list firm for a one-time use. The list contained names of faculty members from all 50 states as well as Puerto Rico and Guam. Duplicate names were removed, but multiple names from the same institution were included, producing a total of 5,563 unique records. Although the entire data set was mailed the survey, the number actually delivered is unknown given that bulk postage was used. Bulk postage reduces the cost but eliminates the opportunity to receive undeliverable surveys.
The United States Postal Service (USPS) acknowledges that undeliverable bulk mail is extremely problematic, an estimated $2 billion expense per year (MTAC Workgroup 104, 2007) . In 2006, 25% of all mail sent third-class bulk was undeliverable as addressed. Delivering to college campuses has added complexities such as special zip codes within the campus, unique building/office codes, and dependence on the institution's internal mailroom. Given these data from the USPS, we estimate the total number of surveys received to be 4,172.
Overall, 910 faculty members returned the completed survey. To ensure respondents were current on introductory marketing course topics, an initial screening question asked whether the instructor had taught the course in the past 3 years. Of those who responded, 47 were eliminated because the faculty member had not taught the course in recent years. Another 75 were eliminated because they taught exclusively in graduate programs and used higher level marketing management textbooks for their introductory course. The combination of screening filters resulted in a net 788 usable responses, yielding a final response rate of 18.9%. This is considerably higher than the Berman and Sharland (2002) study, which reported a 13.5% response rate targeting a similar population.
Several strategies were used to increase response. In addition to a plea to help fellow colleagues in need, all responses that included a business card were entered into a drawing for a gift card to a nationally known restaurant chain. A copy of the findings of the study was also offered in exchange for participation. A handwritten note was affixed to the cover letter, stressing the importance of participation.
Research on mail surveys indicates no clear answer about what constitutes an "acceptable" response rate. A meta-analysis of 169 mail surveys sent between 1989 and 2003 to professionals in the logistics industry, for example, found response rates to range between 2.5% and 97.9%, with a 15-year average of 21.1% (Larson, 2005) . However, a content analysis of mail surveys conducted over a 12-year period (1992 to 2003) found that average annual response rates dropped from 33% in the early 1990s to around 20% percent in the mid-2000s (Larson & Poist, 2004) . Ladik, Carrillat, and Solomon (2007) studied the impact of strategies we employed in our study and achieved an overall response rate of only 13.9%. Given the wide variation in response rate findings, we accepted that our 18.9% response rate was sufficient to conduct the faculty study.
To test for nonresponse bias, the demographic data from the first and last 100 respondents were groups and compared. ANOVA was used to compare results about departmental structure, the number of full-time faculty, the types of degrees offered by the institution, and other factors (Armstrong & Overton, 1979) . No significant differences between early and late respondents were found. Table 4 provides a breakdown of respondents in terms of institutional accreditation, department size and structure, types of degrees offered, faculty rank, years of experience, and teaching responsibilities. Currently, approximately 30% of business programs in the United States are AACSB accredited (AACSB, 2007 ). Yet almost 53% of our respondents indicated their institutions were accredited. We surmise a reason for this skew in responses could be due to accredited institutions having a greater focus on curricular issues and thus more willing to respond.
We also compared our respondents to the institutional characteristics of the 6,700 Title IV postsecondary institutions (U.S. Department of Education, 2007) to determine how representative our respondents were of national averages. In addition, the percentage of respondents by department structure, size, teaching experience, and teaching responsibilities for the most current semester in this study were surprisingly similar to those found in the Berman and Sharland (2002) study. Considering the variation within each demographic characteristic and similarities to a comparable study, we submit that respondents came from a diverse group of schools, represented a diverse group of faculty, and are representative of the national average.
FINDINGS Textbook Content Analysis
Direct and interactive marketing content increased in all 11 textbooks included in the content analysis based on a longitudinal analysis between the most recent textbook edition and previous editions. As shown in Table 5 , the content increase ranged from a high of 7.3% (Perreault textbook) to a low of 2.6% (Lamb essentials textbook). However, content increase should be considered along with total amount of coverage. Table 5 also reports those recent textbook editions containing the most direct and interactive marketing content based on the percentage of pages. Those textbooks containing the most related content included Boone (16.1%), Kotler (15.5%), Lamb (13.9%), and Armstrong (12.4%). Of the 3 recent textbook editions containing the least coverage of direct and interactive marketing content, Perreault (7.6%), Pride (7.8%), and Lamb (8.6%), 2 of the texts were essentials editions, which tend to be shorter textbook versions. Table 5 also reveals the number of chapters containing the term direct or interactive marketing in a chapter title is also increasing. Initial editions showed only five introductory marketing textbooks having a direct or interactive marketing chapter, whereas eight textbooks contained at least one direct or interactive marketing chapter in the most recent editions. In addition, although the chapter titles did not indicate the chapter as direct marketing, Boone contained three chapters dedicated to direct and interactive marketing topics, whereas three textbooks (Kerin, Armstrong, and Pride) contained two chapters devoted to direct and interactive marketing content. Most of these chapters focus on customer relationship management (CRM) or high-tech media concepts.
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Finally, as shown in Table 5 , although direct and interactive marketing content in textbooks is on the rise, it remains positioned near the back portion of the textbook in all of the eight textbooks containing a direct or interactive marketing chapter. Interestingly, the Lamb text covered direct and interactive marketing topics in detail in its final chapter, titled "CRM." Exceptions to this were found in three textbooks (Boone, Armstrong, and Kotler) where direct and interactive marketing content was addressed in the front portion (within the first four chapters) of these textbooks with the content associated with e-commerce or CRM.
While the degree of coverage of direct and interactive marketing terms ranged from 9% to 100%, two terms were not addressed in any of the textbooks. The terms receiving no coverage were database enhancement and merge/purge. Interestingly, both of these terms are database marketing concepts. As Table 6 reports, the direct and interactive marketing terms addressed in all recent editions of introductory marketing textbooks include direct marketing, direct mail, relationship marketing, information privacy, Internet marketing, E-commerce, database marketing, and telemarketing. Table 6 also identifies the terms that received very light coverage, including response rate and continuity program (both addressed in only 1 of the 11 textbooks), lists (addressed in 2 of the textbooks examined), and recency/frequency/monetary (addressed in 3 of the 11 textbooks reviewed).
The total number of direct and interactive marketing terms covered in each of the textbooks ranged between 12 and 22 terms. Table 7 shows the 4 textbooks containing the largest number of direct and interactive marketing terms included Solomon (22 terms), Armstrong and Kotler (18 terms each), and Lamb (17 terms). In 5 of the 11 textbooks, direct and interactive marketing was treated as a promotion topic, whereas 2 textbooks treated it as a distribution topic. Table 7 also reports that direct and interactive marketing was associated with customer relationship management and high-tech media in 4 of the 11 textbooks, whereas it was associated with multichannel marketing in 2. 
Marketing Faculty Survey
Almost 86% of respondents indicated that direct and interactive marketing content as identified by practitioners in Part 1 of this study was covered at some level in their introductory marketing courses. Half (50.4%) of those surveyed specified that the amount of content changed in the past 3 years, with 78 (9.9% of all respondents) indicating that content had increased significantly, 300 (38.1%) up slightly, 15 (1.9%) down slightly, and only 4 (0.5%) indicating direct and interactive marketing content coverage was down significantly.
As seen in Table 9 , High-Tech Media received the greatest overall coverage (factor average 2.37 on a 4-point scale). Customer Relationship Building (factor average 2.34) was a close second in factor coverage in the instructor survey. Respondents indicated that specific topic coverage within each dimension varied significantly. Some topics received more coverage than others classified within the same dimension. In High-Tech Media for example, electronic commerce averaged 2.62 while e-mail marketing only 1.96. Within the Customer Relationship Building factor, relationship marketing had the highest average coverage of all terms (2.96) while permission marketing was among the lowest (1.56). Variations of topic coverage within specific dimensions suggest that only the one or two concepts within each are addressed in an introductory marketing course. Dimensions Historical Foundation and Electronic Media received light coverage with mean current coverage scores of 2.05 and 1.95, respectively, whereas Print Media and Database Analysis received light to no coverage with 1.75 and 1.65, respectively.
Half of the respondents (50.6%) anticipated increasing coverage of at least one direct and interactive marketing topic, with High-Tech Media most likely to see a boost (32.1%), followed by Customer Relationship Building (30.0%). Interestingly, 18.3% also indicated an increase in coverage of Database Analysis topics, specifically in database marketing and database enhancement. Dimensions least likely to receive additional coverage included Historical Foundation (11.5%), Print Media (9.0%), and Electronic Media (7.5%).
Another way we considered the coverage of direct and interactive marketing topics was by examining their integration into traditional introductory marketing course topics. Table 10 reports the mean scores of respondents addressing the extent to which direct and interactive marketing concepts were addressed in the topics typically taught in introductory marketing courses.
Given the majority of direct and interactive marketing concepts being covered within advertising, integrated marketing communications, and promotion chapters in textbooks, we expected the most extensive coverage of direct marketing topics to be associated with promotion and customer relationship management subjects. This assumption was supported. Defining direct and interactive marketing had the greatest degree of coverage (3.10), followed by direct and interactive marketing's role in the business-to-consumer context (3.07), role of direct and interactive marketing in the customer relationship management context (2.84), and changes in promotional mix due to direct and interactive marketing (2.83). The lowest overall integration of direct and interactive marketing topics was found in international (2.08), changes in business philosophy (2.34), and changes in product mix (2.40) subjects.
We also compared the various demographic information collected with both current topic coverage and integration in traditional introductory marketing courses. The results of data analysis using one-way ANOVA indicated that lower ranked faculty members were more likely to provide more in-depth coverage of direct and interactive marketing topics than senior faculty. Adjuncts were more likely to include database analysis topics like database enhancement (F = 4.585, Faculty rank also played a role in the extent of coverage within typical introductory course topics. Adjuncts, instructors, and assistant professors were more likely than associate and full professors to spend time on defining direct and interactive marketing (F = 6.276, p = .000) and explaining its role in the business-to-consumer context (F = 3.942, p = .015). Adjuncts and instructors also integrated direct and interactive marketing topics in classes about product mix (F = 5.707, p = .000), changes in business philosophy (F = 5.063, p = .001), relationship marketing (F = 4.245, p = .007), and marketing strategy (F = 3.704, p = .020) more so than faculty at higher ranks. Instructors also covered direct and interactive marketing topics in the business-to-business context (F = 3.289, p = .044), international marketing (F = 3.802, p = .016), and the promotional mix (F = 3.385, p = .037).
TABLE 10 EXTENT DIRECT MARKETING (DM) TOPICS ARE INTEGRATED IN INTRODUCTORY MARKETING COURSES

ANALYSIS OF THE RESULTS
The purpose of this study was to determine the extent to which direct and interactive marketing concepts are being integrated in introductory marketing courses. The data suggest coverage of such topics within introductory marketing courses is growing but sporadic, concentrated to select texts and lower ranked faculty. Furthermore, the empirical findings indicate that 48% of marketing faculty report the coverage of topics related to direct and interactive marketing has increased. However, based on textbook content analyses and empirical research findings, the majority of direct and interactive marketing topics are covered very lightly, and integration of direct and interactive marketing concepts in other topics is very slight.
The differences found in course content based on faculty rank suggest a difference in perceived importance among faculty members based on years of experience. Although this study does not delve into the reasons for such a difference, other studies offer some suggestions. Elton (2003) for example found that more experienced faculty were less likely to take advantage of continuing professional development opportunities, causing them to lack awareness of work world innovations. Van Emmerik and Sanders (2004) found that temporal embeddedness, defined as the expected time span of the employment relationship, impacted job performance. Lower ranked faculty, especially those on a tenure track, were more motivated to demonstrate curricular currency and relevance than their more experienced, higher ranked colleagues. Likewise, Berman and Sharland (2002) found that coverage of relationship marketing concepts decreased by number of years teaching.
There may be other intervening variables not considered in this study. For example, Tang and Chamberlain (2003) suggested the teaching/research orientation of the institution may impact course content. Faculty in universities with a strong research emphasis are driven less by curricular relevancy than those in teaching institutions. Geographic location may also impact coverage of direct and interactive marketing topics as urban schools generally have a bigger pool of industry professionals interested in adjunct teaching than their rural counterparts (Anderson & McAuley, 1999) .
Another possible reason for the difference based on rank may be a result of a disagreement of what direct and interactive marketing is. The definitions published in principles of marketing textbooks demonstrate very different views of the subject and a disconnect between what is referred to as direct and interactive. In this study, we used the most recent definition published by Scovotti and Spiller (2006) . This definition suggests that direct and interactive marketing are highly intertwined. However, while students in introductory marketing courses are being exposed to CRM, relationship marketing, and the Internet, these courses may not adequately explore the underlying principles and mechanisms on which the technology-enabled marketing activities have been built. This finding was also supported in the vast majority of introductory marketing textbooks being used in today's classrooms where textbooks have heavy coverage of high-tech media and CRM but much lighter coverage on all other direct and interactive marketing topics and concepts.
Faculty respondents concur that traditional direct marketing media like catalogs, direct mail, direct response advertising, telemarketing, and TV direct response should have low if any coverage in introductory courses. Interestingly, these are the topics covered mostly by senior-level faculty. This light degree of coverage was consistent with the treatment of these media concepts in the leading textbooks.
Both empirical findings and textbook content analysis show a wide range of direct and interactive marketing topics and factors that are not covered in introductory marketing courses. For example, as indicated in Table 9 , virtually no coverage is devoted to Print Media like catalogs, continuity programs, and mail order. Similar results are seen with elements within the Database Analysis factor with no coverage of database enhancement, merge/purge, and the recency/ frequency/monetary (RFM) model. Given that introductory marketing courses are survey oriented, it can be argued that such detail is not warranted. All of these topics may appear to be too specific to be integrated into a survey-level course. However, can a student appreciate the richness and importance of a concept like database marketing without knowing that there are ways to enhance data through outside sources (database enhancement), that duplicate records are troublesome and costly and there is a way to eliminate them (merge/purge), or that models like RFM help marketers target customers considered most likely to respond to a new offer? Granted, application issues are for subsequent, more specialized courses. However, we suggest that topic coverage can be enhanced with a more overarching perspective. Unlike what was reported for the field of psychology (Proctor & Capaldi, 2001) , the discipline of marketing is an applied science. Therefore, one would expect marketing textbooks to lead rather than lag in the coverage of dynamic high-tech content. Table 11 presents specific areas where direct and interactive marketing concepts can be integrated into existing introductory marketing course content. This could be achieved by providing simple definitions of the direct and interactive marketing terms or by using appropriate direct and interactive marketing examples when addressing the course material. If related direct and interactive marketing concepts are strategically woven into relevant introductory marketing topics currently addressed, there would be no need for additional lectures on these concepts. The key is integration, not expansion.
INTEGRATING DIRECT AND INTERACTIVE MARKETING CONCEPTS IN THE SATURATED SPONGE
Current and relevant curriculum equips students with the knowledge and skill sets needed to enter and excel in the work world. For most business students, the introductory course is the only exposure they will have to the dynamic marketing discipline. The integration of direct and interactive marketing concepts in this course needs to expand in both breadth and depth.
There are many methods marketing faculty can use to integrate direct and interactive marketing content in their introductory marketing courses and thus ensure that the marketing curriculum is both current and relevant to today's changing business world. Rather than adding lecture topics, the equivalent of trying to put more liquid in an already saturated sponge, direct and interactive marketing concepts may be infused within existing course content. The list of direct and interactive topics identified in the textbook analysis compared to typical introduction to marketing courses found in Table 11 is a start. In addition, faculty may consider adding a marketing spotlight on technological changes to each lecture and/or chapter covered in the course. Many of the technological advances serve as natural links to direct and interactive marketing concepts. It seems logical that faculty will focus their lectures on theoretical concepts when teaching introductory marketing courses. However, those who can demonstrate the application of these concepts via the latest technological changes will be teaching marketing foundation theories in an innovative and state-of-the-art fashion. The textbooks contain up-to-date examples. Faculty need only use the resources at their disposal. The result will be classroom lectures that are more relevant to the work world's use of direct and interactive marketing.
Using direct and interactive marketing cases or articles from the Journal of Interactive Marketing or DM News in introductory marketing courses is another avenue. Inviting direct and interactive marketing professionals to guest speak on related topics is a great way to add relevance to the course and build a support network in the faculty member's local community. The American Marketing Association has a Special Interest Group on direct and interactive marketing, and Direct Marketing Educational Foundation sponsors many programs designed to assist marketing faculty with the needed information when covering direct and interactive marketing concepts. These venues offer marketing faculty the chance to network and obtain real-world examples that can be infused into introductory marketing courses. Finally, marketing faculty can evaluate their local business community to identify many "hands-on" direct and interactive marketing activities that can be used as examples or miniprojects within the introductory marketing course. This study must be interpreted in light of the limitations of our research. First, the direct and interactive marketing topics included in this study were based on empirical identification and validation by a convenience sample of direct marketing practitioners. Additional verification of these terms might show that some are not solely direct and interactive marketing concepts. In addition, as the field direct and interactive marketing continues to evolve, many marketing faculty, textbook authors, and marketing practitioners are continuously inventing new terms to replace existing ones. The replacements of traditional direct marketing terms was not investigated in this research-yet could affect the validity of the study findings. The textbook content analysis did not include all principle of marketing textbooks-only the leading ones. There may be textbooks on the market, granted those with very low market share, that contain more direct and interactive marketing content and were not included in this study. However, the textbooks we selected have a combined market share of 85% and thus could be considered the mainstream books in the field.
Finally, it is well documented that learning takes place outside of the classroom as well as inside (Schibrowsky et al., 2002) . This phenomenon has not been addressed in the current study. Although this study has a number of possible limitations, it begins to uncover the direct and interactive marketing content being integrated in introductory marketing courses across the nation.
In conclusion, dramatic changes are occurring in the marketplace. Although the debate over what should be taught as part of the marketing curriculum is an old one, it is still a vital subject that should be continuously investigated as the marketplace is dynamic and technological advances continue to change the marketing landscape. If marketing curriculum is to effectively serve its constituencies, it must continue to change by expanding the integration of relevant direct and interactive marketing terms and concepts.
